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Create an immersive event that brings
this online brand to life

* Promote thredUP’s Goody Boxes
* Empower young professionals
* Highlight the versatility of sustainable fashion

Why?

* Dressing for professional environments is hard
 thredUP hasn’t done an experiential
campaign before now



CAMPAIGN OBJECTIVES

Increase site visits to
https://www.thredup.com/goody by 25%

Increase sales of the Goody Box hy 5%

Be in the top three share of voice for
earned media in sustainable fashion




CAMPAIGN RESEARCH

TARGET AUDIENCE

« 70% of women have or are open to
shopping second hand.

* 40% of Gen Z has bought second hand
apparel, footwear or accessories.

MARKET

* By 2029, second hand is expected to claim
the second largest share of the market.

« COVID-19 has expedited the shift toward
sustainable fashion.




HEARILAND
HUSTLERS




Second hand fashion is
appealing to the target
audience but It is
also overwhelming.



OH GOODX!

Surprise and delight the target
* Feel AF!
» #GoodyAF

Highlights the personalized experience
* Promotes the thredUP Goody
Box Subscription Service

Touring throughout the Midwest
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INFLUENCERS
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CONNECTION: Influencer connections & educational connection

CONTROL: Journey sequencing

Programmatic ads, owned social posts, blog posts,
email campaigns, podcast sponsorships, murals & coffee

CONTENT:

CURRENCY: Information currency

CONVERSION: Sales conversion & awareness conversion









WALKTHROUGH
















LOCATIONS & LOGISTICS




RISKS & KEX ASSUMPTIONS
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DJ doesn’t show Power goes out Bus breaks down Kiosk breaks




BLOG & EMAIL

Get Help

Sign up to get up to 50% off your first order!

THR EDIT

STYLE LIVING NEWS H#SECONDHANDFIRST

Published on Mey 17, 2020- Lesve s comment

"HOW DO | DRESS PROFESSIONALLY AND
FOR MY BODY TYPE?" LET'S TALK.

waitten by team thredUP
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Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed ok d tempor labore et dolore magnaraliqua. Ut enim ad minim
veniam, quis nostrud exercitation ullameo laboris nisi ut alicuip ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate
velit esse cillum dolore eu fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt mollit anim id
est Iaborum Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore magna aliqua, Ut

enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip ex ea commoda consequat.

(C)

ABOUT
thredUP's community space for

sustainable fashion, conscious living, and
inspiring a new generation of thrifters.

FOLLOW US ON
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RECENT POSTS,
November 18, 2020
7O QUR THREDUP COVMUNITY:
IMPORTANT COVID-19 UPDATES
November 17,2020

TAKE COVER: THE 12 BEST
WINTER COATS YOU NEED FOR

THE SEASON
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thredUP 10/26/20
To: Nicole Tubbesing >

Come join us on tour
this summer!

CONIFIDENT,




LIGHTBOX & LANDING PAGE




PROGRAMMAITIC & ONNED S0CIAL
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This cake of Morraine
lake is art.

Join us on our Oh Goody
tour this summer! See if
we are coming to a city...
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@ shannydoots

Posts Follow

sustainable -
minimalists
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2,404 likes

shannydoots Come join me at the @thredUP pop-up
downtown this summer! #goodyAF
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WALLSCAPES & COITEE SHOPS




MEDIA SCHEDVLE

OWNED [ EARNED /7 PAID ]

TACTICS

Blog posts

Emails I

Podcast sponsorships

Sponsored drink

Influencer posts

Homepage lightbox W
Owned social posts I I
Wallscapes

PROGRAMMATIC

Instagram
Twitter
Facebook
Pinterest
LinkedIn
Banner Ads




BUDGET BREAKDONN

TRAVEL COSTS: $36,605
DECORATIONS: $334,086.39
EMERGENCY: $190,000
LOCATIONS: $12,480
INFLUENCERS: $35,464
MEDIA SPEND: $501,694
STAFFING: $73,600

L0AH $1,183,930




CAMPAIGN SCHEDVLE

JANUARY FEBRUARY MARCH APRIL MAY JUNE

Research

Creative &
strategy

Creation &
promotions

Execution [




CAMPAIGN EVALUVATION

Increase site visits to
https://www.thredup.com/goody
by 25%

Increase sales of the
Goody Box hy 5%

Be in the top three share of
voice for earned media in
sustainable fashion

Measure site visits to
https://www.thredup.com/goody

Measure sales of the
Goody Box

Measure through social listening
and a brand tracking survey



Thank you!
Questions?

.



